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Abstract  
In the current economic environment, innovation is a common characteristic of both services and manufacturing enterprises. In 
the tourism sector innovation has become compulsory in the quest to achieve long term competitiveness. However, innovation is 
seldom assessed even after being integrated in the daily routine of tourism enterprises. The purpose of this article is to study the 
various types of innovations. The results offer an image on how innovative the hospitality industry is and on how innovation is 
fostered and achieved. 
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1. Introduction 
been increasingly used in relation to tourist destinations and various organisations in the tourism sector (Hjalager, 
2002), either private or public.  
At the time being, the traditional business solutions which used to grant success in the mass tourism era  such as 
standardised packages - are no longer sufficient to ensure customer satisfaction (Monteiro and Sousa, 2011). Hotels 
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and guest-houses, dining and entertainment facilities, tour-operators and travel agencies, transportation providers are 
all striving to satisfy the ever increasing variety of needs and desires.  
To this end, service providers in the tourism industry develop and use innovations which help them identify 
customer needs, adapt their offer to market trends and generate customer innovation better and more cost-effective. 
The process is complex, as it involves various categories of resources, including human resources. The hospitality 
skills and expertise (Monteiro and Sousa, 2011). 
Although scholars generally consider that the vast majority of innovations in hospitality are generated outside the 
tourism sector (Hjalager, 2002), being later transferred and adapted to the needs of tourism enterprises, the role of 
managers in innovation development extends far beyond simply identifying novel products and processes and 
adapting them to the activity and mission of their own organisation. In order to ensure the long-term competitiveness 
of their organisations, managers need to become change agents and active promoters of creativity and 
intrapreneurship. 
 
2. Innovation in the tourism industry 
The scale and types of innovation significantly differ from one economic sector to the other. In the case of 
industry, manufacturing and technologies (including IT), innovation is generated mainly through R&D, in the 
academia or in similar research environments, being generally radical rather than incremental (Decelle, 2004). 
Furthermore, in manufacturing, innovation tends to be more strongly related to inventions than in services.  
 According to Schumpeter (1939, cited by Hjalager, 2002), inventions and innovations are closely related, but far 
from being synonym. Inventions are primarily associated with research and development (R&D) and do not 
necessarily produce relevant economic effects; as a matter of fact, inventions do not always induce innovation 
(Schumpeter, 1939), but may become part of innovations if used to create new products, services or processes.  
In human-intensive services, such as tourism and hospitality, innovation does not necessarily depend on scientific 
and technological research and is seldom generated in the academia (Hjalager, 2002). However, innovation 
frequently originates in human interaction and little adjustm
depends on how creative the workforce is (Huhtala and Parzefall, 2007) and on the organ
develop and retain creative employees and managers (McAdam and McClelland, 2002). Although it is generally 
believed that innovation in services is incremental (Decelle, 2004; Sundbo and Gallouj, 1999), studies have shown 
that the typology and scale of innovation in tourism greatly varies according to its source (Hjalager, 2002).  
According to Thorburn (2005), innovation in tourism can be radical when the concept on which tourism 
businesses are founded is new or when the location itself generates an initial competitive advantage. Radical 
(Sundbo, 2001) however consider that radical innovations can be implemented reg
development stage, consisting in changes which disrupt the previously followed pattern (Carvalho and Costa, 2011).  
Radical innovations may also consist in a group of smaller innovations which affect an entire industry or an 
important part of it (Fagerberg, 2005). The distinction between radical and incremental innovations was also tackled 
by Schumpeter (1934), who associated radical innovations with technology and scientific research. This view is also 
supported by Carvalho and Costa (2011), who regard radical innovation as being linked with technological 
revolutions. The fact that radical innovations are less common in tourism is not surprising, since the tourism sector 
is dominated by small and medium enterprises, whose capacity to support R&D activities is relatively small 
(Hjalager, 2002).  
On the other hand, when new products or services are generated in response to external influences such as 
changing demands, innovation is more subtle and may be regarded as incremental (Thorburn, 2005). Despite the 
difference in scale, the impact of incremental innovations may be as great as that of radical innovations (Fagerberg, 
2005, cited by Carvalho and Costa, 2011). The complexity of innovations in the tourism sector has however given 
rise to more diverse typologies. Hjalager (2002), for example, adheres to the model developed by Abernathy and 
Clark (1985), classifying innovations as regular, niche, revolutionary and architectural. The typology most 
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frequently referred to by contemporary authors (Weiermair, 2006; Hjalager, 2002) is however that of Schumpeter, 
who classifies innovations as product innovations, process innovations, organisational innovations and marketing 
innovations. These categories may be adapted to the various sectors of the tourism industry, including the hotel 
industry, as described in the following section. 
 
3. Innovation in hotel industry 
Innovation in the hotel industry has been subject to few studies so far (Carvalho and Costa, 2011). Academics 
recognize in literature several types of innovations in the hospitality industry. Although it is generally believed that 
incremental innovation represents the majority of innovations in the hospitality industry, studies have shown that 
innovations in the hotel industry can also be radical, such as the implementation of hotel integrated management 
systems (Carvalho and Costa, 2011).As stated above, the typologies developed by Schumpeter (1934) and 
Abernathy and Clark (1985) are still popular among contemporary scholars, as the types of innovations they propose 
are general rather than specific and thus easily adaptable to a variety of industries. The hotel industry makes no 
exception. Hjalager (2002) studied both models mentioned above, adapting them to the tourism sector and offering 
examples from the hotel industry. The categories developed by Hjalager (2010) and inspired by Schumpeter include 
product innovations (sustainable accommodation facilities), process innovations (computerised management 
systems, new facilities for clea
empowerment, training methods), and logistics innovations (novel value chains in restaurants). Marketing 
innovations are also important and are usually regarded as separate from product and management innovations, 
bringing novelty in the hotel-customer relationship. Such innovations may include hotel loyalty programmes and 
social media applications. Other innovations such as institutional innovations occur at the level of collaborative and 
regulatory structures and their influence on individual hotels is indirect. In what regards the product/service and 
process innovation types, CEET (n.d.) identifies different categories of innovations. In their opinion, product 
innovations include: new products, high quality design (high quality architecture, new type of rooms), environment 
friendly procedures, ICT related innovations (e.g. interactive TV sets and WiFi technology). Process and 
organizational innovations also include ICT related in
9000 and others that help hotels organise themselves) and corporate strategies. It is now obvious that gaining 
competitive advantage in the hospitality industry depends on the ability to develop and launch new and successful 
services (Martínez-Ros and Orfila-Sintes, 2012). Taking this into consideration, hotel managers should seek to 
achieve excellence in innovation practices.   
 
4. Managers and innovation   
Considering the rapid changes in technology and the global competition, the success of hospitality organizations 
 nature of the innovation and more on the 
capabilities of its human resources and their commitment (Ottenbacher, 2007). Unfortunately, tourism firms present 
a certain lack of innovation culture (Burgess, 2013). However, academics (Getz and Carlsen, 2005, cited by 
Martínez-Ros and Orfila-Sintes, 2012) indicate that owner-operated organizations have more entrepreneurial 
initiatives due to the fact that they control and monitor the entire decision-making process.  
ive search consulting firms, a number of top leadership positions 
in the hospitality and leisure industry have been filled by professionals from outside the industry  mainly from 
large, fast moving goods (fmcg) companies famous for brand management and innovation. By conducting a research 
based on interviews with experienced industry observers, the consulting firm concluded that executives from fmcg 
companies have been attracted to the hospitality and leisure industry by the opportunity to transform businesses 
perceived as lagging behind in terms of brand development and innovation. Also, according to the same study, this 
sector of activity tends to lack sophistication in consumer insight, innovation and marketing (Spencer Stuart, 2006).    
The role of managers in promoting innovation has been analysed in literature. For example, Damanpour (1996, cited 
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by Martínez-Ros and Orfila-
regarding innovation, Heine et al. (2003, cited by Martínez-Ros and Orfila-Sintes, 2012) concluded that individual 
roles and management processes directly influence technological outcomes and Guerrier and Deery (1998, cited by 
Martínez-Ros and Orfila- attributes are extremely important in 
gaining organizational success, being a key determinant in innovation. 
interaction client-service employee. 
(Slåtten et al., 2011).  Leaders, at different organisational levels, have power to change and foster innovation within 
their teams. Moreover, innovation in the hospitality industry, as a human intensive activity, depends on the 
employee commitment and continuous improvement. As a result, managers have the responsibility of identifying 
talent within their teams (Monteiro and Sousa, 2011). A study conducted on 30 hospitality managers (Monteiro and 
Sousa, 2011) showed that more innovative leaders are team coaches, responsible for creating good relationship 
between the members, empower people on all levels, are tolerant and accept mistakes as a way of learning and 
continuously improve the service quality. Moreover, empowering leadership is recognised (Slåtten et al., 2011) as 
the most influential factor in driving servic
highlighted in other studies. Mostafa (2005) concluded that senior management must promote an organization-wide 
view that personal risk-taking is encouraged and mistakes are a source of learning and developing new ideas. 
 In addition, in literature it is recognized the importance of transformational leaders, who influence their 
he 
expectations specified in the implicit or explicit exchange agreement (Dvir et al., 2002, cited by Cheung and Wong, 
2011). Cheung and Wong (2011) conducted a study on 182 supervisors from companies in different activity sectors, 
including hotels, concluding that transformational leadership is positively related to employee creativity. The same 
task support does not have a direct influen
sector due to the fact that service employees rely on socio-emotional support and recognition from transformational 
leaders to build long-term and close interactive relationship with customers (Cheung and Wong, 2011). Middle 
managers are very important in an organization, as they represent the link between top management and operating 
staff. Middle managers have difficulties in communicating different issues and ideas to their superiors, which affects 
their ability to innovate and to take risks on behalf of the hotel. Although middle managers want to innovate 
(Conway and Monks, 2010, cited by Burgess, 2013) by finding solutions in meeting the needs of the customers (Li 
et al., 2009, cited by Burgess, 2013) and in reducing costs, their initiatives are not implemented due to the lack of 
senior management support (Burgess, 2012a; Allegro and de Graaf, 2008, cited by Burgess, 2013). Academics 
(Costa, 2008, cited by Burgess, 2013) indicate that this occurs because hotels generally make short-term decisions, 
concentrate on immediate problems and lack a long-term perspective.   
recognise the importance of training programs: while Sirilli and Evangelista (1998, cited by Martínez-Ros and 
Orfila-
capabilities and leading to successful innovation, Williams (2001) states that organizations should focus on training 
efficient if they are directed not at the employees, 
but at their managers (Williams, 2001). Martínez-Ros and Orfila-Sintes (2012) agree that a highly skilled manager 
produces higher intensity innovation, enhances to hotels the introduction of innovation in more areas, but does not 
influence the innovation decision.  
To conclude with, as human resources are crucial to any service industry, the hospitality industry makes no 
exception (Anon., 2010): having a competent hotel manager, qualified staff and employee training programs in place 
can all influence in a certain degree innovation decisions. A similar conclusion was drawn by Landau (1991, cited 
by Martínez-Ros and Orfila-Sintes, 2012), who analysed the different degrees of innovation between firms by 
cons -
characteristics). 
516   Maria-Cristina Iorgulescu and Anamaria Sidonia Răvar /  Procedia Economics and Finance  6 ( 2013 )  512 – 522 
5. Measuring innovation in the hospitality industry 
Although the literature on the typology of innovation in tourism is relatively diverse, the degree to which these 
innovations are implemented in the hospitality industry remains little known, as empirical studies on innovation 
diffusion are few and very recent (Montfort-Mir and Camison, 2012). The economic impact of technological and 
organis
1995), despite their importance to the overall progress of the industry.  
The lack of studies on innovation is due to several factors, according to Montfort-Mir and Camison (2009): 
imprecise indicators, use of unsuitable indicators and the failure to analyze all relevant dimensions of the innovation 
process. Generally, innovation is measured by using indicators referring to both inputs and outputs, such as spending 
on research and development, number of patents, total innovation expenditures and innovative-product-sales-to-
total-sales ratio (Montfort-Mir and Camison, 2012). Although it is generally believed that indicators such as R&D 
and patents are relevant in certain contexts, they do have their weaknesses (Smith, 2005) and cannot always be 
applied to the service sector and the hospitality industry respectively.  
As the tourism industry is dominated by small and medium enterprises, the capacity to sustain R&D activities  
which require significant financial, human and technological resources - is limited (Hjalager, 2002). Furthermore, 
innovations in services are rarely patentable as many refer to changes in processes and strategies, being performed 
by non-research staff (Bell, 2006, cited by Montfort-Mir and Camison, 2012). As already stated in the previous 
sections, in tourism innovation tends to be incremental and may result from minor adjustments in daily routines at 
the initiative of both managers and employees.  
economic sectors and adapted to the requirements of the tourism market (Hjalager, 2002). Such is the case in what 
regards technological innovations in the hospitality industry, such as reservation systems, property management 
systems, and communication applications, including applications for smartphones or other modern technological 
devices.  
However, in recent years, new means to study innovation have been proposed. Some studies have focused on 
their attitude and behaviour towards innovation. This position is in line with that of Shapiro (2006), who states that 
the measurement of innovation should be done in an integrated manner, as using a single measure makes the 
measurement difficult and often little relevant.  
Considering the literature review, it is obvious that the role of managers is essential in the generation and 
diffusion of innovation in the hospitality industry. Their perception of innovation will ultimately influence the 
degree to which innovation is fostered in hotels. To this aim, we will proceed to assess innovation in the Romanian 
through which innovations are implemented. 
 
6. Research methodology 
In order to analyze and assess innovation in the hospitality industry, we conducted a pilot study on Romanian 
hotel managers. To this aim, a questionnaire including 19 questions  both multiple choice as well as open-ended 
questions - was specifically designed and applied to hotel representatives. The questionnaire was posted online via 
Google Docs and was available for completion from February 26th to March 16th, 2013.  
The respondents received a link (URL) with the questionnaire via e-mail. At any time during the 20 days in 
which the study was conducted, respondents could access the questionnaire by clicking on the URL provided via e-
mail. In total, 300 persons received the e-mail with the invitation to take part in the study. The e-mail addresses were 
collected from the official websites of approximately 270 hotels, taking into account the distribution of 
accommodation units on comfort categories at national level. 36 persons completed the questionnaire, resulting in a 
response rate of approximately 12 percent.  
The first 3 questions were designed to obtain data regarding the type (independent/standardized) and comfort 
level (2-5 star hotels) of the accommodation units in which respondents are active and the services they provide (for 
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business or leisure tourists). The answers to these questions show that the distribution of the 36 respondents does not 
correspond with the distribution of accommodation units on comfort categories at national level. The answer to the 
last question was optional and referred to the name of the hotel in which respondents are employed. Only 50 percent 
of respondents decided to disclose the name of the hotel in which they work.   
Questions 4-8 (with a total of 24 items to be answered) of the questionnaire referred specifically to the perception 
of managers on: 
 
 the importance of various characteristics (quality-price ratio, comfort level, customised services, brand, 
innovation and novelty) to the competitive advantage of hotels;  
 the importance of various types of innovation (product and services innovations, process innovations, 
management innovations, marketing innovations, organizational innovations) for the hotel in which they are 
active; 
 the frequency with which various types of innovation (product and services innovations, process innovations, 
management innovations, marketing innovations, organizational innovations) are implemented; 
 the importance of creativity and innovation to various services and departments within Romanian hotels (food 
and beverage, entertainment, loyalty programmes, marketing and promotion, technology); 
 the importance of various technological innovations to the hotel in which they are employed. 
 
These questions were designed on a 5-point Likert scale, in order to determine the importance/frequency of 
implementing innovations in the hospitality industry (e.g. 1- -  
Questions 9-11 were designed as multiple-choice. Their purpose was to determine the means through which hotel 
managers foster innovation in the accommodation units in which they work and whether customers accommodated 
in the hotels in which respondents are employed would be willing to pay a higher tariff in order to benefit from 
customized and innovative services. 
Questions 12-17 were targeted at obtaining data regarding the demographic profile of the respondents. As shown 
in Table 1, the largest age group is 35-44 years and over 50 percent of respondents are female. This is not 
necessarily surprising, being known the fact that women represent the majority of personnel in the hotel industry. 61 
percent of respondents are middle managers, while 39 percent are top managers and hotel owners; almost 95 percent 
 
As far as the distribution of respondents on hotel departments is concerned, 39 percent are active in the 
administrative department, 36 percent  in sales and marketing, 14 percent  in the front office, while only 11 
percent of managers are employed in the food and beverage department. 
  Table 1: Demographic profile of the respondents 
Variable Percent 
Age 
18-24 years 8 
25-34 years 33 
35-44 years 42 
45-54 years 14 
Over 55 years 3 
Gender 
Female 64 
Male 36 
Education level 
High school 5.5 
 50 
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 44.5 
Position in the organisation 
Middle managers 61 
Top managers 39 
Department 
Administrative 39 
Food and beverage 11 
Front office 14 
Sales and marketing 36 
 
As the study targeted managers from various departments, both functional and operational, we feel that the study 
offers a  
 
7. Results and discussion 
From the 300 persons who received the invitation to participate at the study, 36 responded to the survey. All the 
completed questionnaires were viable and the results of the study will be presented in the following paragraphs.  
The first three questions of the survey were directed to obtain the profile of the hotels involved in the study. More 
than 86 percent of the respondents are managers in up-scale hotels (67 percent in 4 star hotels and 19 percent in 5 
star hotels), while 11 percent of the persons questioned manage 3 star hotels and only 3 percent work in 2 star 
hotels. However, the distribution based on the form of hotel exploitation is more balanced, considering the fact that 
53 percent of the hotels are standardized accommodation units, part of hotel chains, and 47 percent of the hotels are 
independent establishments.  
Thus, we are inclined to believe that representatives of 4 and 5-star hotels and of standardized establishments are 
more inclined to answer questions referring to innovation in the hospitality industry than managers from other 
categories of hotels. As far as the client target is concerned, none of the hotels involved in the research offers 
services exclusively for tourists who travel for personal reasons, but 49 percent of the managers questioned stated 
that their hotel offers services for business travellers, while the other 51 percent of the hotels offer services for 
clients who travel for both personal and business reasons. 
The main objective of the research was to identify the perception of hotel managers regarding innovation 
was aimed to highlight hotel 
asked to grade from 1 to 5 (1  not at all important, 5  very important) several characteristics of hotel services, 
considering their impact in gaining competitive advantage. In order to illustrate the general opinion of the managers 
involved in the study, for every item took into account it was computed a weighted average.  
As shown in Figure 1, taking into account the general opinion of the total number of respondents, the top 5 most 
important hotel characteristics in gaining competitive advantage is: 
 
1. The quality-price ratio (with a mean of 4,77); 
2. High comfort level (with a mean of 4,67); 
3. A recognizable brand (with a mean of 4,61); 
4. A high level of innovation  including technological innovation (with a mean of 4,39); 
5. Service/room customization (with a mean of 4,25). 
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All characteristics taken into account are perceived as  important by the managers who completed the
questionnaire (all weighted averages have values higher than 4,0). The most important factor is considered to be the
quality-price ratio, followed on the second place by the high comfort level offered and on the third place by the
brand. Unfortunately, according to the general results obtained in this study, the level of innovation is not present in
the top 3 most important characteristics for gaining competitive advantage. The less appreciated characteristic is the
service/room customization. Taking this into consideration is gratifying that hotel managers acknowledge the
importance of innovation in achieving success.
Figure 1: Importance of quality-price ratio, comfort level, service/room customization, brand and level of innovation in gaining competitive 
advantage
Secondly, the study highlights the importance and frequency of several types of innovation in the hotels involved
in the research. As mentioned at the previous question, respondents were asked to award a grade from 1 to 5 (1 not 
at all important, 5 very important) for the five types of innovation presented in the questionnaire (product and
service innovation, process innovation, marketing innovation, management innovation and organizational
innovation) and also to place on a scale from 1 to 5 (1 very rare, 5 very frequent) the same types of innovation.
Similarly to the previous analysed aspect, in order to obtain the general opinion of the total number of respondents,
it was calculated a weighted average, the results being presented in Figure 2.
Figure 2: Importance and frequency of innovation types in the hotel industry
quality-price ratio
high comfort level
brand
high level of innovation
service/room customization
.774
4.67
4.61
4.39
4.25
4.5
3.78
4.22
4.56
3.97
2.89
2.64
2.86
2.86
2.75
product/service innovation
process innovation
management innovation
marketing innovation
organizational innovation
frequency importance
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The hotel managers questioned stated that in their accommodation units the most important is marketing
innovation, closely followed by product/service innovation. These 2 types of innovation, according to the weighted
averages obtained (values higher than 4,5) are very important in the hotels involved in the study. Innovations in 
management and organizational innovations are also important (with a mean of 4,22 and 3,97), process innovations
being the ones that obtained the lowest score. However, the results obtained indicate that all innovation types
included in the questionnaire are perceived as important by the hotel managers implicated in the research.
Although hotel managers stated that innovations (with all the 5 types presented in the questionnaire) are
accommodation units are not gratifying, considering the fact that all the weighted averages obtained have values
between 2,5 and 3,0. This shows that the managers involved in the research consider that the hotels they work in do
not innovate frequently. Product/service innovations are somehow frequent, followed by the innovations in
marketing and management. The less frequent are the organizational and process innovations, which is not 
Thirdly, the study was aimed at determining the departments and services in which innovation is most important,
activity: technology and communication, marketing and promotion, loyalty programmes, entertainment, food and
beverage. 
Figure 3: Importance of innovation for various aspects of the hotel industry
The results presented in Figure 3 show that hotel managers perceive innovation in marketing and promotion as
being most important, with a weighted average of 4,61. As almost half of the hotels in which the respondents are
employed offer services addressed to business travellers, innovation in entertainment facilities is perceived as the
least important, with a weighted average of 3,72. Surprisingly, technological innovations (with a weighted average
of 4,16) are considered less important than innovations in the design of loyalty programmes (4,55) and in food and
beverage (4,47).
As presented in Figure 4, hotel managers feel that property management software (Opera, Micros Fidelio,
4,72. The possibility to make online reservations ialised portals or through 
global distribution systems is also perceived as important (4,69) by the vast majority of respondents. Green
technologies, such as energy saving systems, are considered less important than the availability of business facilities 
(4,55), but their impact is still perceived as high (4,38). 
food and beverage
entertainment
loyalty programmes
marketing and promotion
technology and communication
4.47
3.72
54.5
.614
4.16
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Last but not least, the study analyzes the perception of hotel managers on whether customers are willing to pay a
higher price in order to benefit from innovative services. Almost two thirds of all respondents (66,5 percent) believe
that consumers will probably pay a higher price for innovative services, which indicates that hotel managers see
innovation as an important factor of competitiveness and customer satisfaction. This is not surprising, as 91,6
percent of all respondents feel that innovation plays an important role in their daily activity, while the other 8,4
percent claim that innovation is somehow important to their personal and professional life.
The last specific question was aimed at identifying the means through which innovation is implemented and
fostered in the Romanian hotel industry. Among the instruments used in the hotels in which the respondents are
employed to stimulate and encourage innovation we can mention trainings, brainstorming, participative
management, revision of work procedures, SWOT meetings, team buildings and employee incentive systems.
However, only 44 percent of all respondents indicated that annual objectives and targets regarding the
implementation of innovations have been set in the hotel they are working in. 
8. Conclusions
The role of the article was to identify the degree to which innovation is perceived as important by hotel
managers. Furthermore, the research intended to highlight the types of innovation implemented in hotels and the
means by which managers foster innovation in the hotels they activate. The study reveals that managers consider 
innovation an important tool for achieving competitive advantage, but appreciate most the importance of the quality-
price ratio, comfort level and the brand of the hotel they work in. Moreover, although hotel managers consider 
important all types of innovation, they state that their hotels do not innovate frequently.
As far as the means through which innovation in the hospitality industry is implemented and fostered, the study
confirms other research in the field of innovation. None of the instruments indicated by hotel managers as being
used to stimulate innovation trainings, meetings, brainstorming are linked to research and development, but 
rather to incremental changes in daily routines.
The present research initiative has its limitations, but can be further developed by analysing the differences
between the way male and female managers appreciate and foster innovation in the hotels they activate in.
Furthermore, it would be interesting to discover the attitude towards innovation and organizational creativity of 
middle managers from different departments and  the differences between the innovations implemented by
standardized accommodation units and independent hotels.
online reservation systems
property management systems
green technologies
business facilities
4.69
4.72
4.38
4.55
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